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Distributed by the SPEECH COMMUNICATION MOOULE of the ERIC Clearinghouse on Reading and 
Communication Skills, 5105 Backlick Road, Suite E, Annandale, VA 22003. This bibliography 
may be reproduced for free distribution without the permission of the Speech Communication 
Module. 

This selected bibliography was designed to reflect the diversity of approaches to persuasion. The par- 
ticular Items were selected for both their contribution to that diversity as weU as for being relatively 
current and/or especially significant representati ve* of particular approaches. The bibliography starts 
with a 11st of general textbooks and approaches to persuasion. The research articles that follow were 
chosen to represent the variety of approaches used end contexts Investigated for persuasive effects. 
The areas Include Interpersonal (or face to face studies), public (or one-to-rrrny studies), and mass 
(mediated) contexts. Articles and texts representing those areas are often found in separate litera- 
tures without much overlap. 

GENERAL SOURCES: 

Ajzen, leek S Flshbein, Martin. Understanding Attitudes and Predicting Social Behaviors . Englewood 
CUffs, New Jersey: Prentice Hall, Inc., 1980. Presentation of their theory of persuasion con- 
taining behavioral intentions, subjective and personal norms as predictors of social oehavioral 
change. Contains chapters showing the practical application of the theory to weight loss, consumer 
and political behavior, addiction, and family planning. 

Alwlt, Linda F. & Mitchell, Andrew A. (eds.) Psychological Processes and Advertising Effects: Theory 
Research, and Applications . Hillsdale, New Jersey: Lawrence Erlbaum Associates, Inc., 1985. A 
collection of research articles on consumer behavior emphasizing affective and psychological pro- 
cesses along with articles on Involvement and traditional persuasion topics such as repetition, 
opinion decay and recall. 

Atkin, Charles K. "Effects of Television Advertising on Children: Teaching, Violence, and Selling." 
In Edward Palmer S Aimee Dorr (eds.), Children and the Faces of Television . New York: Academic 
Press, 1980. An overview of empirical research on advertising effects on children. Includes a 
brief review of major theoretical perspectives, reviews impacts of advertising, and explores side- 
effects of advertising such as conflict and unhappmess. For a dated, but broader discussion of 
advertising and children, see Ward, Scott, Wackman, Oaniel B., 4 Wartella, Ellen, How Children 
Learn to Buy . Beverly Hills: Sage Publications, 1977. 

Bettlnghaus, Erwln P. Persuasive Communication . 3rd ed. New York: Holt, Rhinehart S Winston, 1980. 
Overview of social science research conclusions regarding persuasion determinants and ei Tects 
emphasizing research from the 1960's and early 1970's. 

Bostrom, Robert N. Persuasion . Englewood Cliffs, New uersey: Prentice Hall, Inc., 1983. A broad- 
based textbook outlining research and theories A persuasion from speech communication and social 
psychological literature, with chapters on smail group, negotiation, anc organizational contexts 
for persuasion. Includes a discussion of Bostrom' s modifications of congruity theory. 

Eagly, Alice H. S Chalken, Shelly. "Cognitive Theories of Persuasion." Advances in Experimental Soci al 
Dc.rhnw vol 17 1 Qftd 267-3S9 Reviews major cognitive theories of persuasion from McGuir* on. 
Keft'thwM Jlogy and excludes research from sociology and speech co.munica- 

Hon. 

<fj Ehnlnger Douglas. Influence. Belief, and Argument: An Intr oduction to Responsible Persuasion. Glenview, 

11 Illinois: Scot t, Foresman and Company, 1974. A clear, easy to understand * nt ;^ 

V° designed for undergraduate students. Contains lots of examples end appendices with specimen argu- 

ments fro'- published sources. 
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KassarlJIan, Harold H. "Consumer Psychology" Annua! Review of Psychology . 33, 619-49, 1982. This is a 
three-part review of approachts to marketing. Molecular physiological through cognitive approaches 
(including 'nformation processing and attribution theory) to molar examinations of consumer social i- 
lation and social policy Issues are examined. 

Kald, Linda I. "Political Advertising." In Oan 0. N1mmo * Keith R. Sanders (eds), Handbook of Politi cal 
Co-rmnicatlon . Beverly Hills: Sage Publications, 1981 , 249-271 . Relatively brief overview of re- 
search into political advertising. Examines theoretical formulations, and discusses the role of source, 
message, channel and receivers In the process. Also examines research on effects, cognitive, affect- 
ive, and behavioral . 

McGuire, William J. "The Nature of Attitudes nd Attitude Change." In G. Lindzey & E. Aronson (eds)., 
The Har^cck cf Social Psychology , Vol. 3> 2nd ed.. Reading, Mass.: Addison-Wosley, 1969, 136-314. 
A classic conceptualization of attitude change and discussion of known determinants of attitude 
formation and change. 

McGuire, William J. "Attitudes and Attitude Chanc?." In G. Lindzey S E. Aronson (eds.), The Handbook 
of Social Psycnolooy , Vol.11 (3rd ed.). New York: Random House, 1985. An updated version of the 
1969 classic. Contains a history of attitude change research, significant conceptualizations of 
attitudes, and reviews major current theories and determinants and outcomes of change. 

Miller, Gerald R., Burgoon, Michael, & Eurgoon, Judee K. "The Functions of Human Communication in 
Char.girg Attitjdes and Gaining Compliance." In Carrol C. Arnold & John Waite Bowers (eds.), 
Hardbook of Rhetorical and Cor^unication Theory . Boston: Allyn and Bacon, Inc., 1984, 400-474. 
A strictly corrum cation approach to persuasion outlining approaches from Aristotle to current 
social scientific approaches. Extensive discussion is given to attitudes, their conception and 
measurement. Overviews learning theory, cognitive consistency theory, and function theory approaches 
to persuasion. Suggestions are given for reconceptual izlng persuasion for Interpersonal, reciprocal 
Influence situations. 

Roloff, Michael E. S Miller, Gerald R. (eds.), Persuasion: Hew Directions in Theory and p »search . 

Beverly Hills, California: Sage Publications, 1930. A collection of thecretical artv.les demonstra- 
ting the breadth of persuasion research foci within mass communication and interpersonal areas. 

Reardon, Kathleen Kelly. Persuasion Theory and Context . Beverly Hills, California: Sage Publications, 
1931. An outline of persuasive processes frc-n a censtructivist and rules perspective. 

Simons, Herbert W. Persuasion: Understanding, Practice, and Analysis . Reading, Massachusetts: Addison- 
Wesley Publishing Co., 1976. A clear undergraduate text that reviews theory and research using that 
as a basis for giving specific reconmendations for the practicing persuader. 

Smith, Mary John. Persuasion and Hu-an Action: A Review ard Critique of Social Influence Theories . 
Belront, California: Wadsworth, Inc., 1982. An advanced textbook which reinterprets persuasion 
theories and research findings from a rules and action orientation. 

Zlmbardo, Philip G., Ebbesen, Ebhe B., and Maslach, Christina Influencing Attitudes and Changing Be - 
havior (2nd edition), Reading, Massachusetts: Addison-Wesley Publishing Company, 1977. A textbook 
review of social psychological research ard methods for exploring persuasion. Contains application 
of theoretical knowledge to areas such as "Moonie" conversions and the Patty Hearst kidnapping. 
Contains a chapter on ethics of persuasion. 

SPECIFIC RESEARCH ARTICLES 

Applegate, Jares L. "The Impact of Construct System Development on Communication and Impression Forma- 
tion in Persuasive Contexts." CorruniLation Konoiraohs . 49, 1982, 277-289. Increases in cognitive 
crr/iexity ard construct system abstractness were related to the use of greater number of persuasion 
strategies, more listener adaptive strategies, and formation of complex and abstract impressions of 
Interaction partners. ERIC EJ 272 373. 

Atkln, Charles, Hocking, John, & Block, Martin. "Teenage Drinking: Does Advertising Make a Difference?" 
Journal of Comunication . 34, 2, 1984, 157-167. Surveys research analysis of the influence of ex- 
posure to print and broadcast media advertising and peer and parental influence on s«lf-reported 
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dHnklng. ERIC EJ 301 232. 



effects? see^^S t"£^\*&£ } ?T^ t ^ Kh t0 re,ated •*«•«««■• 
Adver Using in Excessive and Hazardous Or n n "\Irl? n Tn ' H?™' The Role of A1c ° h °> 
313-325. ERIC EJ 296 482. winning. Journal of D rug Education . 13, 4, 1983, 

'<>ster, Franklin J. and Stiff .lamps r ■■• u , , 

^IcatLonR^rcn i 0 ;T 984 Ex ImSl^'o?* n " J He "' 9 f Se1eCt,on B^" 1 "" Human 
review of past eip^ental s d es Fo es on pe KT' 'T^"" 9a<nin * rei ^ h «»" 
•s predictors of strategy selection. Percept,on of equity, fairness and perceived benefit 

Bradac, James J.. Sandpll i ■ u 

•ted deolsloos sftuotioos. and Identii Z » . ' ""• Students goner. 

" •«"«••• » £33 Wttrjssriassas; ;sr- 

found that males are expected to usp I . lit Cl1v ? ness of compliance message strategies It w ? s 
expectation, attitude cEg e ,« f Mb" £' 9 n e^!^?^ ^ " hen " ^ "nform 5 this 
-S5JJB-. and when they use anti-socia, .nd^^,^!^?^^; figg* ^-s.ve 

Cr0nk i^^ E - & »• »■ »"er (eds). 

'01-139. A critique of pr evious reswrr/i 1,5 Beverly Hills: Sage Publ ications. Inc 19S0 

Us relation to persuasive o ss T to^u"™'""™ ° f the ^edibility construct a d 
•sperts of communication for' ^te^lMnr^r^t^bu^d^anroS^nrlte^^f 8 " ' ft » M ™» 
Delia. Jesse G.. K „„e.Susan J and Burleson Brant R "T„ n , S ° Ur " effeCt,V "*«- 

g es in Kindergarteners Through Twelfih Grader, - rlST ent u 0f Persu »l»e Communication Strate- 

S" 1 •*»« toot-lr-tl, door Vs greete ■ erfee" ,L'„ iV.'Llf'l i"""" " r " ""d "COM 
soils were eisrussed ,„ „ f S e?f., e « e J;!^ , ,JJ|; j , thc d «'« »•« reooests fs l.rger. Re- 

F1nk, Edward L. t KaDlow.t2 q^n a * ^ & 

"epancy and Attitude cfi„ g I; * xer^^nia West's 'of 7°"^ Disc ^pancy. Psychological 01s- 
ff^fPh -i. 50. 4 413-430. 1983. ? T s resealc t efts ^m, "^^V 1 Hooelsr ConnunTca ?ion 
tude change hy multiple messages and D svcho1««5r«i 5 m ?fhematical model which-acccuntTTor atti- 

t'lrVj- Be " er Sup P° rt 'ound f 0 P r^ J JftolJoiSl^ r t,0n '' d ^ re ^ with one withou s' 
without discrepancy. psychological discrepancy o.i a linear balance model 
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Hattes. John & Cantor, Joanne. "Enhancing Responses to Television Advertisements via the Transfer of 
Residual Arousal from Prior Programing ." Journal of Broadcastin g, 26, 2, 1982, 553-566. A study 
Supporting the theory of excitation transfer. Results indicated that responses to TV commercials 
are enhanced by residual arousal from preceding programs. Three different time phases were identi- 
fied as crucial to the transfer effect. 

Putnam, Linda L. , Geist, Patricia. "Argument in Bargaining: An Analysis of the Reasoning Process. 11 

Paper presented at the Annual Keeling of the International Communication Association, San Francisco, 
May 1984. An exploration of the types of claims and reasoning used 1n bargaining. Analyses Identi- 
fied the most frequently used claims and types of reasoning, along with the types of claims that 
were more complete. Proposals changed through type shifting and qualification but not by adding 
more Information. ERIC ED 246 517. 

Saltlel, John, & Woelfel, 'Joseph. "Inertia in Cognitive Processes: Role of Accumulated Information 1n 
Attitude Change." Hunan Comrunication Research . 1, 4, 1975, 333-344. Presentation of ? theoretical, 
analogical theory from physics with test of their theory of attitude change which hypothesizes that 
change 1s a function of amount of attitude-pertinent information received. Theory and tests argue 
that quantity of Information receiveu 1s as important as message quality or the source. * 

S«1th f Mary John. "Contingency Rules Theory, Context, and Compliance Behaviors." Mumon Communication 
Research , 10, 4 f 489-512, 1984. Application of contingency rules theory to the effects of com- 
pliance-gaining messages . Self-identity, image-maintenance, environmental, Irterpersonal and social 
normative rules were differentially effective 1n contexts classified on Intimacy, androgyny, and 
sex role continuums. 

SUcks, Don W. & Burgoon, Judee K. "The Role of Nonverbal Behaviors as Dlstractors in Resistance to 
Persuasion in Interpersonal Contexts." Tbe Central States Speech Journal . 32, 2, 1981, 61-73. 
An experiment examining physical attractiveness and physical conversational distance--as potential 
distractors--on persuasibility 1n dyads. Both independent variables were mild dlstractors. Physical- 
ly attractive distractors were perceived as credible but there was not a significant effect on 
attitudes. *.RIC EJ 253 607. 

Stutjnan, Randall K. & Newell, Sara E. "Beliefs versus Values: Salient Beliefs 1n Designing a Persuasive 
Message." The Western Journal of Speech Communication , 48, 4, 1984, 362-372. Using Fishbein 
and Ajzen's theory of reasoned action, a preliminary examination was given to the 

effects of four different types of messages directed to changing beliefs: reinforcement, Introduction, 
attack, and evaluation of beliefs. Effects for all types were evident. Authors argue that persuasion 
messages directed to changing values may be less effective than those directed to specific beliefs. 
ERIC EJ 3C8 133. 

Tracey, Karen, Craig, Robert T., Smith, Martin, & Splsak, Frances. "The Discourse of Requests: Assessment 
of a Compliance Gaining Approach." Human Communication Research , 10, 4, 1984, 513-538. Results in- 
dicated a significant interaction between compliance situations and student generated compliance 
strategies such that use of strategies depended or. the status and familiarity of the requestee and 
on the size of the request. Exploratory analysis suggested that future research would benefit by 
concern with the legitirr^cy of the requests, the hearer's willingness to perform the requested ac* , 
and the concern people have about presenting a positive image. 

Martella, Ellen. "Cognitive and Affective Factors of TV Advertising's Influence on Children." The Western 
Journal of Speech Communication , 48, 2, 1S84, i 71 -183 . Review of the persuasive impact of television 
commercial s--with a focus on children--demonstrating researchers' preocctpation with understanding and 
cognitive defenses as Intervening variables influencing behavioral outcomes. Argument is given for 
a cognitive research bias with suggested improvements for a new moJel of persuasion based or affect- 
ive mediators of effects. ERIC EJ 297 890. 



Entries followed by ERIC EJ numbers are articles Indexed 1n Current Index to Journals 1n Education . 
These articles can be obtained from your librarian; in most cases, reprints can also be purchased 
from University Microfilms International, Articles Reprint Service, 300 N. Zeeb Roa^i, Ann Arbor, MI 
48106. Entries followed by ERIC EJ) numbers are documents announced in Resources in Education (RIE). 
These documents can be read in microfiche in libraries housing ERIC collections. For ordering Informa- 
tion, check the latest Issue of RIE in your library; call the ERIC Document Reproduction Service (800) 
227- ERIC for price and ordering Information; or write to ERIC Speech Communication Module, SCA, 5105 
eacklick Rd., Annandale, VA 22003 for EORS order blank. 



ERLC 



5 



